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摘  要 
 
 





题，从而使得 O2O（Online to Offline）成了一个电子商务值得研究的发展方向。基
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As a new shopping form, the E-commerce has changed people's habits of consuming, 
and also has been widely accepted by more and more consumers. But the development of 
E-commerce is uneven in China, which mainly featured in rural town where E-commerce 
is still backward, there is a huge business opportunity in the towns centered the county. 
Meanwhile, problems such as high promotion expenses, too many fakes on network have 
hindered the development of E-commerce. In such cases, O2O (Online to Offline) 
becomes one of development direction of E-commerce which is worth studying. So Last 
year, the author started a company in Shenzhen named Alnta functioned in the O2O mode 
of E-commerce which mainly serves the rural counties in the Southwest of China. This 
business plan includes two parts: the analysis and summary of the company's operating 
condition in the past year, and the development strategy in the future. Recent studies have 
shown that there exist huge business opportunities of E-commerce in rural counties, and 
its development in the form of O2O is a practical business model. 
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第一章  绪 论 
 1
第一章 绪 论 
第一节 研究背景 
 本文研究农村电子商务基于如下背景： 
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